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Consortium: 11(1), 1-15 

Constant market share model: 9(3), 1-22 

Constituencies: 8(2), 29-40 

Constraints, tourism: 8(4), 69-78 

Consumer behavior: 1(3), 73-86; 1(4), 33-52: 
3(3), 37-57; 4(2), 93-98; 4(3), 71-92; 6(2), 
53-68: 6(2), G9-82; 6(4), 31-43; 7(3), 19-39; 
8(3), 1-20: 8(4), 25-42: 8(4), 59-68: 8(4), 
69-78; 9(1/2), 201-210; 18(3), 1-10 

Consumer choice behavior: 11(1), 17-33 

Consumer confidence: 1(2), 53-62 

Consumer decision processes: 18(3), 11-22 

Consumer expenditures: 4(3), 19-28 

Consumer involvement: 1(4), 33-52; 4(3), 95-99; 
6(2), 33-52 

Consumer perceptions: 13(4), 27-45 

Consumer perspective: 8(4), 1-24 

Consumer price index: 13(1/2), 43-62 

Consumer search: 17(2/3), 3-14: 17(2/3), 
27-39 

Consumerism: 8(3), 1-20 

Consumers: 17(1), 1-6 

Consumption emotions: 1 2(2/3), 3-18 

Contact model: 14(1), 55-68 

Contract disputes: | 1(2/3), 63-82 

Convention and visitor bureaus: 1(2), 71-78: 
7(1), 1-19: 7(3), 95-125; 8(2), 29-40 

Convention operations: 3(1), 49-63: 7(3), 
95-125 

Convergent validation: 8(4), 1-24 

Conversion study: 5(3), 241-252 

Cooperation theory: 9(3), 35-48 

Cooperative marketing: 9(3), 35-48 

Corporate identity: | 1(4), 43-65 

Correspondence analysis: 6(4), 67-90 

Country-of-origin: 1 1(4), 43-65 

Couple life cycle: 6(4), 67-90 

Coupon effectiveness: 17(4), 23-33 

Craft retailers: 18(4), 1-19 

Craft souvenir: 18(4), 1-19 

Crime prevention: 15(2/3), 159-172 

Criminal offence: 15(2/3), 159-172 

Crisis: 15(1), 41-58; 15(2/3), 63-79: 15(2/3), 
173-197; 15(2/3), 199-216 

Crisis anatomy: 15(4), 299-321 

Crisis definition: 15(4), 299-321 


Crisis management: 15(4), 217-231; 15(4), 

299-321 
Crisis management model: 15(4), 299-321 
Critical incident technique: 12(2/3), 45-63 
Critical success factors (CSFs): 17(2/3), 233-251 
Cross-border cooperation: 18(1), 5-23 
Cross-cultural comparison: 17(4), 1-10 
Cross-cultural differences: 7(4), 79-106; 

9( 1/2), 171-184; 10(2/3), 1-22: 13(3), 35-60 
Cross-cultural marketing: 9(1/2), 153-170 
Cross-impact analysis: 3(1), 83-95 
Cruise industry: 18(1), 25-31 
Cruise line industry: 2(1), 31-52; 2(4), 91-96 
Cruise ships: 3(4), 107-118 
Cruisers: 15(1), 77-91 
Cruises: 15(1), 77-91 
Cuba: 8(1), 85-99 
Cultural differences: 1(3), 73-86; 10(4), 81-111; 

11(1), 79-101 
Cultural factors: 6(1), 41-54; 6(1), 55-68: 8(2), 

99-114; 9(1/2), 81-91 
Cultural tourism: 8(1), 41-64; 9(1/2), 129-151; 

12(1), 23-46 
Culture: 14(2), 67-85 
Culture, marketing: 8(3), 47-70; 18(1), 33-47 
Currency devaluation: 1(2), 19-35 
Customer expectations: 4(2), 41-50; 5¢1/2), 

77-99; 6(2), 1-31; 6(3/4), 123-142: 8(2), 

115-128; 8(3), 101-109 
Customer loyalty: 18(1), 49-57: 18(2), 53-68 
Customer preference: 4(4), 55-69 
Customer profiling: 6(4), 91-110 
Customer relationship management: | 1(2/3), 

1-20 
Customer relationship marketing: | 3(3), 19-33 
Customer retention: 8(3), 47-70 
Customer satisfaction: 4(4), 97-107; 4(4). 

109-116; 6(4), 31-43; 8(2), 57-74: 8(3), 

47-70; .8(3), 101-109; 10(4), 1-45: 10(4), 

47-80; 11(4), 29-41; 12(2/3), 111-135: 13(3), 

19-33; 16(4), 21-31 
Cyberfilter: 13(1/2), 21-41 
Data Envelopment Analysis: 16(2/3), 1-18: 

16(2/3), 19-26; 16(2/3), 27-38 
Data mining: 6(4), 91-110, 11(2/3), 1-20 
Database marketing: 3(1), 65-81; 18(1), 59-66: 

18(2), 53-68 
Database modeling: 18(1), 59-66 
Day trips: 8(3), 101-109 
Decision attribute: 16(2/3), 61-69 
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Decision making: 2(2/3), 171-189; 2(4), 23-38; 
2(4), 39-57; 3(3), 59-68: 3(3), 69-88: 4(3), 


45-69; 4(4), 55-69; 7(4), 107-121 
Decision making, travel: 15(4), 259-279 
Decision-making process: 18(3), 23-36 


Demand, tourism: 2(2/3), 229-248; 3(3), 
109-125: 10(1), 51-67; 13(1/2), 63-84; 13(1/2), 


85-97 
Demand elasticity: 13(1/2), 63-84 


Demand forecasting, tourism: 16(2/3), 61-69; 


16(2/3), 79-98 
Demographic characteristics: 14(1), 69-86 
Demographics: 17(1), 41-54 


Destination: 1(4), 3-31: 3(1), 115-122: 3(4), 


39-50: 5(4), 1-22: 7(4), 1-19; 9(4), 47-67 


Destination advertising: 2(2/3), 91-109; 4(2), 


1-21; 7(2), 31-51 
Destination benchmarking: 16(2/3), 1-18 


Destination choice: 1(3), 87-97; 3(4), 1-20: 
4(1), 99-104: 4(3), 71-92: 6(1), 21-40: 6(4), 
45-65: 10(2/3). 87-100: 13(3), 111-133: 15(4), 


233-257 
Destination development: 16(4), 33-46 


Destination image: 1(3), 1-23; 2(2/3), 191-215; 
5(1/2), 41-55: 7(4), 21-43; 8(3), 21-45; 8(3), 
81-90; 8(4), 43-57; 14(2), 1-22; 15(1), 41-58; 


15(4), 299-321: 18(4), 21-35 
Destination-market matrix: 4(2), 23-40 
Destination marketers: 4(4), 1-14; 7(2), 31-51 


Destination marketing: 4(2), 23-40; 6(3/4), 


143-158; 12(4), 1-17: 14(1), 21-36; 

14(3/4), 49-60; 14(3/4), 97-112; 17(4), 63-73 
Destination performance: 13(3), 83-110 
Destination positioning: 7(2), 53-68 


Destination selection: 2(2/3), 191-215: 5(1/2), 


57-75: 18(3), 63-70 
Destination travel attributes: 4(4), 1-14: 
91/2), 57-80 


Development, tourism: 6(3/4), 35-59; 7(1), 
85-91; 8(3), 111-120; 8(4), 85-91; 13(1/2), 


99-109 
Development barriers: 8(1), 101-110 
Diffusion: 10(4), 33-45; 17(2/3), 145-165 
Direct mail offers: 18(2), 53-68 
Disability: 12(1), 47-61 
Disabled travelers: 4(4), 117-127 
Disaster: }5(2/3), 199-216; 15(4), 281-298 
Disconfirmation: 12(2/3), 3-18 
Discrete choice modeling: 5( 1/2), 119-144 


Disintermediation: 11(1), 59-77: 11(2/3), 


105-126; 17(2/3), 117-131 


Distribution channels, tourism: 2(2/3), 37-55; 
7(2), 1-29; 11(1), 59-77 

Domestic American students: 1 3(4), 61-82 

Domestic tour: 3(2), 1-18 

Domestic travel: 13(1/2), 85-97 

Drama-based model: 5(4), 1-22 

E-commerce: | 1(2/3), 63-82; 17(2/3), 93-102: 
17(2/3), 193-204; 17(2/3), 225-230 

E-complaint: 17(2/3), 145-165; 17(2/3), 167-181: 
17(2/3), 183-190 

Econometric model: 13( 1/2), 63-84 

Economic behavior: 3(3), 1-19 

Economic impact: 13(4), 47-60 

Economic reforms: 13(1/2), 99-109 

Economic psychology: 3(3), 1-19 

Economic relationship: 3(1), 123-131 

E-consumer: 17(2/3), 205-223 

E-consumer loyalty: 17(2/3), 133-142 

E-consumer satisfaction: 17(2/3), 133-142 

Ecotourism: 4(2), 107-116; 9( 1/2), 43-56 

Eco-tourists: 9( 1/2), 43-56 

Effectiveness: 17(2/3), 233-251 

Efficiency: 16(2/3), 19-26; 17(2/3), 233-251 

Efficiency analysis: 16(2/3), 1-18 

Efficient travel segment mixes: 16(4), 33-46 

Elderly: 18(2), 69-81 

Electronic commerce: 17(2/3), 3-14; 17(2/3), 
27-39 

Electronic markets: 17(2/3), 3-14 

Electronic travel retailing: 12(4), 93-107 

E-mail: 17(2/3), 145-165 

E-marketing mix: 1 1(2/3), 83-103 

E-marketing strategy: | 1(2/3), 83-103 

Emic: 17(1), 7-39 

Empirical research: 17(2/3), 3-14 

Enthno-methodological technique: 10(1), 
107-113 

Environment: 4(1), 71-95; 4(2), 107-116: 6(2), 
69-82; 6(4), 5-16; 10(2/3), 1-22 

Environmental security: 15(2/3), 1-18 

Escorted tour: 5( 1/2), 77-99; 5(3), 207-223 

Escorted tour purchasing attributes: 2(2/3), 
37-55 

Ethiopia: 11(1), 35-58 

Ethnographic interview: 14(1), 55-68 

Etic: 17(1), 7-39 

Europe: 4(1), 1-21 

Evaluation: 5(3), 207-223; 8(2), 29-40; 14(1). 
1-20; 18(2), 1-13 

Evaluation criteria: 17(2/3), 295-308 

Event marketing: 14(1), 21-36 

Evoked fear: 13(4), 1-26 
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Exchange rates: 13(1/2), 43-62 

Expectancy-Disconfirmation Paradigm: 10(4), 
47-80 

Expectations: 1(3), 61-71; 2(4), 23-38: 6(1), 
11-19; 10(2/3), 67-86; 15(1), 1-18; 17(2/3), 
51-62 

Expenditure, tourism: 7(3), 19-39; 8(1), 111-124 

Expenditure, travel: 13( 1/2), 85-97; 13(4), 47-60; 
16(1), 17-31; 18(2), 15-30 

Experience, travel: 15(2/3), 19-38 

Experience marketing: 12(4), 1-17 

Experience quality: 16(1), 77-88 

Experience/performance relationship: 4(2), 
51-63 

Extra-product offers: 17(4), 23-33 

Facilitation: 8(2), 57-74 

Factor analysis: 9(4), 1-20; 13(3), 111-133; 
15(1), 19-40 

Factor-cluster analysis: 16(4), 33-46 

Factor-cluster segmentation: 1(4), 3-31 

Faculty: 15(2/3), 81-97 

Family: 18(3), 23-36 

Family life cycle: 1(1), 61-79: 4(1), 23-44: 
6(4). 67-90; 18(2), 15-30 

Family vacation: 4(1), 1-21 

Fantasy: 15(2/3), 39-61 

Federal investment: 18(1). 79-83 

Female traveler: 1(4), 115-132; 2(4), 1-22: 
8(1), 65-83 

Fiji: 8(1), 25-39 

Financial portfolio theory: 16(4), 33-46 

First-time visitors: 7(2), 69-89 

Florida: 1(1), 3-17 

FLYSAT: 10(4), 1-45 

FMD: 15(2/3), 173-197 

Food production: 14(3/4), 131-154 

Food safety: 15(4), 233-257 

Food tourism: 14(3/4), 97-112 

Foot and mouth: 15(2/3), 199-216 

Forecasting: 6(4), 17-29; 10(1), 51-67: 
10(2/3), 47-65; 13(1/2), 111-126; 13¢1/2), 
127-145 

Forecasting, tourism: 13(1/2), 21-41; 13(1/2), 
99-109 

Forecasting accuracy: 16(2/3), 71-77 

Forecasting China tourism: 13(1/2), 5-19 

Foreign hotels: 1 1(4), 43-65 

Foreign independent travel (FIT): 10(4). 
113-126 

Foreign policy: 8(1), 85-99 

Formative evaluation: 17(2/3), 233-251 


Fragmented marketing: 8(1), 25-39 

France: 14(3/4), 35-47; 14(3/4), 77-96 

Frequent travelers: 2(2/3), 77-90 

Freud: 15(2/3), 39-61 

Frontline employees: 18(1), 33-47 

Functional information needs: 2(2/3), 
133-146 — 

Future: 14(2), 47-65 

Future behavior: 8(2), 3-27 

Gambling: 8(3), 91-99; 9(1/2), 211-217 

Gaming: 1(2), 63-70; 8(3), 91-99; 12(4), 
75-92 

Gastronomy: 14(3/4), 131-154 

Gay travel: 11(2/3), 127-142 

General environment: 4(1), 71-95 

Geodetic lines: 7(4), 123-129 

Geographic markets: 1(2), 37-51; 6(3/4), 5-22 

Geographic segmentation: 4(4), 85-95; 6(3/4), 

5-22; 10(1), 29-49 
Geographical heterogeneity: 2(2/3), 91-109 
Geographical information system (GIS): 

6( 3/4), 35-59: 7(1), 65-84 
Geography: 6(3/4), 61-84 
German: 4(1), 23-44; 4(2), 85-92 
German tourism: 1 1(1), 59-77 
German tourists: 13(3), 83-110 
Getaway travel: 7(2), 31-51; 7(3), 
Governance: 15(2/3), 173-197 
Gratuitous referrals: 18(2), 39-52; 18(3), 


I-18 


11-22 
Great Barrier Reef: 9( 1/2), 93-113 
Greece: 18(1), 5-23 


Green tourism: 8(3), 1-20; 10(1), 115-122 

Greyhound racing: 12(4), 39-57 

Gross domestic product: 13( 1/2), 43-62 

Grounded theory: 14(1), 55-68; 17(1), 1-6: 
17(1), 7-39 

Grounded theory analysis: 5( 1/2), 21-40 

Group: 18(3), 23-36 

Group tour industry: 2(1), 69-83 

Groups of friends: 18(3), 23-36 

Growth: 15(2/3), 117-138 

Guam: 3(2), 87-94; 6(1), 41-54 

Guanxi: 1 3(3), 19-33; 14(2), 87-104 

Guerrillas: 15(1), 77-91 

Guest-host: 14(1), 55-68 

Guest satisfaction: 12(2/3), 45-63 

Gutman scaling: 8(4), 25-42 

Handling: 17(1), 83-92 

Heritage management: 8(1), 41-64 

Heritage tourism: 7(2), 91-104; 8(1), 41-64; 
11(4), 13-28: 16(1), 51-61 
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Hierarchical cluster: 16(4), 47-58 
Hierarchical Value Map: | 1(4), 13-28 
Historical site: 3(2), 95-101; 18(1), 79-83 
HIV infection: 3(4), 1-20 

Holland's theory: 8(2), 129-135 

Homo ludens: 8(4), 79-84 


Hong Kong: 4(1), 99-104; 6(4), 17-29: 8(2), 
75-97; 9(1/2), 57-80; 10(1), 51-67; 10(2/3), 
47-65; 11(2/3), 105-126; 12(1), 23-46; 13(3), 


61-81; 15(2/3), 99-115; 16(1), 41-49; 
17(2/3), 117-131 
Hospitality: 17(2/3), 93-102: 18(4), 65-81 


Hotel: 11(2/3), 83-103: 11(4), 29-41: 14(1), 
69-86; 16(2/3), 27-38: 17(2/3), 117-131: 181), 


67-77; 18(3), 49-61 
Hotel attributes: 11(1), 17-33 
Hotel development: 7(1), 85-91 


Hotel industry: 4(3), 29-43; 4(4), 55-69; 6(2), 


33-52: 7(2), 105-118; 16(4), 21-31 
Hotel marketing: 6(4), 91-110 
Hotel-owned websites: 17(2/3), 133-142 
Hotel preference: 4(4), 55-69 
Hotel proprietary: 17(2/3), 133-142 
Hotel service quality: 17(2/3), 167-181 
Hotel spending: 6(4), 17-29 
Hotel trends: 14(2), 47-65 
Hotel websites: 17(2/3), 193-204 
Household expenditure patterns: 4(4), 15-40 
Human cognitive processes: 5( 1/2), 3-20 
Hungary: 15(2/3), 159-172 
ICP: 16(1), 1-15 


Image: 2(2/3), 191-215; 5(1/2), 41-55; 9(3), 


76-78; 4), 47-67; 10(1), 115-122; 
14(3/4), 77-96 

Image formation: 2(2/3), 191-215 

Imagery: 9(1/2), 129-151 

Impact: 1(2), 19-35 

Impact, tourism: 15(4), 299-321; 17(4), 
45-62: ° 


Importance: 1(4), 77-97; 2(1), 1-30; 5(1/2), 


77-99 


Importance-performance:'l 2(1), 81-95; 13(4), 


61-82 
Importance-performance analysis: 5(3), 
207-223: 5(3), 225-240; 7(3), 61-77 
Incentive travel: 3(2), 19-33 
Indo-China: 7(2), 105-118 


Indonesia: 6(1), 69-84: 8(1), 25-39: 15(2/3), 


139-158: 15(4), 323-338 
Industry consolidation: 2(4), 91-96 
Industry intermediaries, travel: 17(2/3), 
133-142 


Influence: 3(3), 59-68 

Information, tourism: 18(2), 1-13 

Information formation process: 2(2/3), 
191-215 

Information kiosk, travel: 4(1), 57-70 

Information search: 13(3), 61-81; 16(1), 41-49; 
18(2), 1-13 

Information search behavior: 17(2/3), 15-25 

Information sources: 1(2), 1-18; 2(2/3), 37-55; 
2(2/3). 171-189: 3(3), 89-107; 7(4), 107-121; 
8(1), 111-124; 8(3), 81-90 

Information Table: 16(2/3), 61-69 

Information technology: 12(4), 1-17 

Innkeeper: 14(1), 37-53 

Innovator: 10(4), 33-45 

Integrated marketing: 8(1), 25-39 

Intention to purchase: 18(4), 1-19 

Intention to visit: 9(1/2), 211-217 

Intercultural interaction: 14(1), 55-68 

Inter-group contact theory: 9(3), 35-48 

International airlines: 17(4), 35-44 

International comparison programme: 16(1), 
1-15 

International regulations: 4(4), 117-127 

International students: 5(3), 277-283: 18(4)., 
21-35 

International tourism: 1(1), 3-17; 3(3), 109-125: 
6( 1), 55+68: 6(1), 69-84; 6(4), 45-65; 7(1), 
39-63: 9(4), 69-82: 16(1), 1-15 

International tourism demand: 3(4), 39-50; 
5(1/2), 101-118 

International tourist: 13(3), 35-60 

International travel and tourism: 1 1(1), 59-77 

Internet: 6(3/4), 23-34: 9(3), 49-64; 9(3), 65-71: 
9(4), 83-87: 10(1), 137-142; 10(2/3), 117-121: 
11(2/3), 21-38; 11(2/3), 83-103: 11(2/3), 
105-126; 11(2/3), 127-142: 12(4), 1-17: 
14(3/4), 131-154: 17(2/3), 15-25: 17(2/3), 
41-47: 17(2/3), 51-62: 17(2/3), 117-131 

Internet marketing: 10(2/3), 101-116: 11(2/3), 
1-20; 17(2/3), 253-267 

Internet surveys: | 1(2/3), 39-62 

Internet use: 17(2/3), 205-223 

Interpretivism: 10(2/3), 23-46 

Invasion of Iraq: 15¢2/3), 1-18 

Involvement: 18(3), 1-10 

Iran: 9(3), 1-22 

Japan: 5(3), 265-275; 9(1/2), 129-151 

Japanese hotels: 9(1/2), 201-210 

Japanese tourists: 1(3), 73-86; 2(4), 1-22; 
3(2), 87-94; 5(3), 265-275: 6(1), 41-54: 
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91/2), 21-42; 9(1/2), 43-56: 9(1/2), 57-80; 
115-127; 9(1/2), 
153-170; 9(1/2), 171-184; 9(1/2), 185-200; 
91/2), 201-210; 9(1/2), 219-221; 10(2/3), 


9(1/2), 93-113; 9(1/2), 


87-100 
Japanese travel trade: 9(1/2), 1-19 
Japanese visitor: 14(2), 67-85 
Kenya: 11(1), 35-58 
Key success factors: 4(4), 73-84 


Korea: I(1), 89-94; 5(1/2), 1O1-118: 6(1), 11-19; 
6(2), 33-52: 7( 1), 93-102: 7(4), 1-19: 8(3), 


71-80 
Labor productivity: 16(2/3), 27-38 
Las Vegas: 12(4), 75-92 
Last-minute travel and tourism: 16(4), 7-20 
Leading indicator: 1(2), 53-62 
Learning: 8(2), 57-74 
Learning curve: 13(1/2), 111-126 
Leisure: 3(1), 19-47; 4(1), 


107-113 
Leisure farm: 15(1), 19-40 
Leisure tourist: 17(1), 41-54 
Leisure travel: 18(2), 15-30 
Leisure travelers: 13(3), 61-81 
Liability: 11(2/3), 63-82 
Liberalisation: 4(4), 41-54 
Lifestyle: 8(4), 59-68 
Likelihood of revisiting: 12(2/3), 19-43 
Limen: 8(2), 115-128 
Liminoidal: 8(2), 115-128 
Limited-service chain lodging operations: 
17(2/3), 295-308 
Linear structural relation: 14(2), 1-22 
List of values (LOV): 16(1), 51-61 
Local option lodging taxes: 3(4), 51-83 
‘Local’ referrals: 18(2), 39-52 
LOCAT model: 3(2), 35-57 


Lodging: 6(4), 91-110; 8(1), 65-83; 14(1), 


21-36 
Lodging preferences: 9(4), 69-82 


Logistic regression: 5( 1/2), 119-144; 10(2/3), 


87-100; 10(4), 113-126; 13(3), 111-133 
Logo characteristics: 18(1), 25-31 
Logo recognition: 18(1), 25-31 
Lombok: 15(2/3), 139-158 
Long interview method: 17(1), 7-39 
Lost revenue: 15(1), 77-91 
Loyalty: 12(4), 19-38 
Magazines, travel: 15(2/3), 39-61 
Mainland China tourists: 16(1), 63-75 


99-104; 6(1), 
21-40: 7(1), 31-38; 10(1), 93-106; 10(1), 


Mainland China travelers: 16(1), 41-49 

Malaysia: 6(3/4), 85-102: 15(4), 217-231 

Management: 15(2/3), 173-197; 16(2/3), 
19-26 

Management, tourism: 2(2/3), 3-19; 4(2), 
99-105: 17(4), 45-62 

Management, travel: 1(2), 71-78; 2(4), 77-89: 
10(4), 113-126 

Market segmentation: 1(1), 39-59; 1(4), 3-31; 
2(1), 1-30; 2(4), 59-74; 5(3), 161-185; 5(3), 
187-206; 6(2), 1-31; 6(3/4), 5-22: 7(3), 
19-39; 8(1), 111-124; 8(2), 3-27; 8(2), 
41-55; 8(2), 75-97; 8(4), 43-57: 9(1/2), 
21-42: 9(4), 1-20; 9(4), 69-82; 12(1), 1-22: 
16(1), 51-61: 16(4), 33-46 

Market segments: 14(3/4), 1-34 

Market structure analysis: 2(2/3), 21-36 

Markets, tourism: 3(1), 123-131;. 6(3/4), 
85-102; 8(2), 41-55 

Marketing mix: 8(3), 111-120: 16(4), 7-20 

Markov chain model: 4(1), 45-55 

Mass customization: 13(3), 19-33 

Mature consumers: 17(1), 55-71 

MBTI: 17(1), 41-54 

Measurement: 1 6(2/3), 39-60 

Measurement strategies: 3(4), 51-83; 10(4). 

. 47-80 

Media selection: 2(2/3), 21-36 

Mediation: 16(1), 77-88 

Meeting planner: 1(3), 1-23; 2(1), 87-93; 3(2), 
59-84 

Meetings, incentives, conventions, and exhi- 
bitions (MICE): 8(1), 101-110 

Melanesians: 6(1), 85-92 

Membership system: 10(2/3), 67-86 

Mere exposure: 18(3), 1-10 

Mexico: 1(2), 19-35 

Middle East: 9(3), 1-22 

Mid-sized lodging properties: 16(4), 47-58 

Midwest vacatton travel: 1(2), i-18 

Model: 14(2), 87-104 

Modeling: 12(4), 19-38 

Modified Balanced Scorecard: 17(2/3), 
269-293 

Motivations: 1(3), 43-59; 4(2), 85-92; 4(3), 
95-99; 5(4), 1-22: 6(2), 69-82; 6(3/4), 
159-180; 7(1), 31-38: 7(4), 123-129; 8(3), 
81-90; 8(3), 91-99; 9(1/2), 93-113; 10(1). 
107-113; 10(2/3), 87-100 

Motivation, travel: 5(4), 23-45; 7(4), 21-43: 
9( 1/2), 153-170; 9(3), 23-34; 1001), 107-113; 
1O(1), 115-122: 13(3), 111-133; 13(4), 61-82 
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Motives: 9(1/2), 129-151 

Motives, travel: 17(1), 55-71 

Motorcoach tour operators: 2(1), 69-83 

Motorcoach tourism: 15(1), 59-76 

Multicollinearity: 13(1/2), 85-97 

Multidimensional scaling: 8(1), 1-23 

Multinomial logit model: 18(4), 37-48 

Multi-segmentation: 6(3/4), 159-180 

Multi-task operation: 13(4), 83-104 

Multiunit restaurants: 16(2/3), 19-26 

Multivariate analysis: 1(3), 1-23: 1(4), 53-75 

Municipal tourism: 7(3), 95-125 

Museum and galleries: 14(2), 23-45 

National Park Service: 18(1), 79-83 

National tourism organizations: 17(2/3), 
269-293 

Native American casino: 10(2/3), 101-116 

Naturalistic inquiry: 14(1), 55-68 

Nature-based adventure tourism: 1 3(4), 1-26 

Nature-based tourism: 17(1), 73-82 

Nature tourism: 4(2), 107-116; 6(3/4), 
159-180 

Nepal international arrivals: 15(2/3), 117-138 

Networking: 13(3), 19-33 

Neural network: 1(1), 39-59; 5(1/2), 119-144 

New York City: 15(2/3), 63-79 

New Zealand: 3(1), 123-131: 6(3/4), 123-142 
11(1), 59-77; 14(3/4), 155-173; 
259-279 

NFL: 14(1), 21-36 

Niagara: 14(3/4), 61-76 

Niche marketing: 17(4), 35-44 

Non-resident wine tourists: 14(3/4), 1-34 

Non-tourist-oriented destinations: 14(1), 1-20 

Nonverbal communication: 18(3), 49-61 

Northern Australia: 1(3), 43-59 

Norway: 8(1), 111-124 

Norwegian tourists: 9(4), 69-82 

Nostalgia: 17(1), 1-6 

Object-oriented technology: 18(1), 59-66 

Occupancy forecast: 16(4), 59-66 

Off-season travel: 9( 1/2), 43-56 

Omiyage: 9(1/2), 81-91 

Online: 17(2/3), 193-204 

Online betting services: 12(4), 39-57 

Online complaints: 17(2/3), 167-181 

Online consumer behavior: 17(2/3), 63-77: 
17(2/3); 79-91 

Online information search: 17(2/3), 41-47 

Online marketing: 17(2/3), 205-223 

Online purchase: 17(2/3), 41-47: 
51-62 


15(4), 


17(2/3), 


Online travel agencies: 17(2/3), 105-116 

Online travel planning: 17(2/3), 79-91 

Online travel suppliers: 17(2/3), 105-116 

Opinion leaders: 6(2), 53-68 

Outbound tourism: 1(1), 89-94; 4(4), 41-54: 
6(1), 11-19; 6(1), 21-40; 7(1), 93-102; 
9( 1/2), 185-200 

Outbound travel: 15(2/3), 99-115 

Overnight tourists: 3(1), 1-17; 4(3), 45-69 

Pacific area: 6(1), 93-107 

Package tours: 12(1), 47-61 

Package travel: 4(2), 65-82: 6(4), 45-65 

Pari-mutuel betting: 12(4), 39-57 

Partnership: 17(4), 63-73 

Partnerships, tourism: 11(1), 59-77 

Path analytic model: 8(3), 81-90 

Pattern, travel: 4(1), 23-44: 4(3), 101-109 

Perceived Internet value: 17(2/3), 63-77 

Perceived justice: 17(1), 83-92 

Perceived modal attributes: 2(1), 53-67 

Perceived risk: 7(4), 107-121 

Perceived vacation risk: 13(4), 1-26 

Perceptions: 1(3), 61-71; 2(4), 39-57: 4(4), 
109-116; 6(2), 33-52 

Perceptual charting: 8(4), 43-57: 
99-111 

Performance: 11(1), 1-15 

Performance alone: 10(4), 81-111 

Performance gap: 10(2/3), 67-86 

Performance of the firm: 16(4), 21-31 

Performance quality: 16(1), 77-88 

Personal selling: 18(3), 49-61; 18(4), 65-81 

Personality: 8(2), 129-135; 8(4), 59-68; 17(1). 
41-54 

Phases of travel: 18(3), 1-10 

Picture presentations: 17(2/3), 193-204 

Place: 6(3/4), 61-84 

Planning: 15(4), 281-298 

Planning, marketing: 7(3), 41-60; 8(3), 
111-120 

Planning, tourism: 1(2), 1-18; 1(4), 99-112; 
3(1), 115-122: 4(1), 105-113; 5(4), 85-93: 
6(4), 17-29; 8(3), 111-120 

Pleasure travel: 2(1), 53-67; 2(2/3), 57-75: 
2(2/3), 133-146; 6(4), 45-65; 8(2), 75-97 

Point estimate: 16(4), 59-66 

Policy: 15(4), 281-298 

Political heterogeneity: 2(2/3), 91-109 

Political instability: 15(2/3), 117-138 

Portfolio analysis: 8(1), 1-23 

Portugal: 17(4), 11-22 


16(2/3), 
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Positioning: 3(1), 115-122; 8(3), 
16(2/3), 99-111 

Post-disaster: 3(1), 115-122 

Postmodern tourism: 8(4), 79-84 

Postmodernism: 8(4), 79-84; 10(2/3), 23-46 

Prediction, tourism: 8(2), 129-135 

Preference: 14(2), 67-85 

Preference structure: 11(1), 17-33 

Pre-trip planning lead-time: 13(3), 
16(1), 41-49 

Price competitiveness: 16(1), 1-15 

Price dispersion: 17(2/3), 27-39 

Price of tourism: 16(1), 1-15 

Price sensitivity: 1 2(2/3), 95-110 

Principal component analysis: 8(2), 41-55 

Principal components regression: 13(1/2), 
85-97 

Print advertising: 13(3), 1-18 

Private islands: 3(4), 107-118 

Private sector: 15(4), 217-231 

Productivity: 16(2/3), 19-26; 16(2/3), 39-60 

Product development, tourism: 17(1), 55-71 


111-120: 


61-81; 


Products, tourism: 3(3), 21-36: 4(4), 15-40: 
6(3/4), 23-34: 6(3/4), 123-142 

Profitability: 16(4), 7-20 

Prolonged crisis: 15(4), 323-338 

Promotion: 3(3), 109-125: 6(3/4), 123-142: 


8(3), 21-45: 93), 76-78; 9(4), 47-67; 11(2/3), 
39-62; 14(3/4), 131-154; 15(2/3), 39-61 
Proxemics: 18(3), 49-61 
Psychoanalysis: 15(2/3), 39-61 
Psychographic segmentation: 8(1), 1-23 
Psychographics: 16(1), 51-61 
Psychological value: 3(3), 21-36; 11(4), 13-28 
Public and private sector: 17(4), 63-73 
Public sector: 14(3/4), 35-47 
Public security: 15(2/3), 159-172 
Publicity: 18(3), 63-70 
Purchasing behavior: 4(4), 
3-27 
Purchasing power parity: 16(1), 1-15 
Push and pull factors: 13(3), 111-133 
Qualitative analysis: 1(4), 115-132; 
45-69; 5(1/2), 21-40 
Qualitative research: 14(2), 47-65 
Quality management: 4(4), 129-133 
Quantitative and qualitative research tech- 
niques: 10(4), 81-111 
Quantitative model testing: 18(1), 33-47 
Ramesses the Great: 1(3), 25-41 
Recreation: 12(1), 81-95; 15(2/3), 81-97 
Recursive relation: 12(4), 19-38 


109-116; 101), 


4(3), 


Regional development: 14(3/4), 131-154 

Regional tourism: 1 1(1), 35-58 

Repeat customers: 2(2/3), 3-19 

Repeat patronage: | 2(2/3), 65-93 

Repeat travel: 12(4), 19-38 

Research: 5(1/2), 3-20; 5(3), 
253-263 — 

Research, market: 1(3), 25-41; 3(4), 85-103 

Research, marketing: 2(4), 77-89; 5(4), 49-84; 
9(4), 21-45 

Resident attitude: 7(1), 21-30 

Resident involvement: 17(4), 45-62 

Residents’ perspective: 18(4), 49-64 

Resolution: | 2(2/3), 65-93 

Resort management, tourism: 4(4), 73-84 

Resort timesharing: 3( 1), 99-113 

Resorts: 5(4), 85-93; 9( 1/2), 115-127; 11(2/3), 
21-38 

Resource investments: 18(1), 49-57 

Resource-poverty: 15(4), 323-338 

Response: 15(2/3), 63-79 


241-252; 5(3), 


Restaurant: 14(1), 69-86; 15(2/3), 63-79 
Restaurant marketing: 6(4), 31-43 
Restaurant revenue management (RRM): 
16(2/3), 79-98 
Restaurant selection: 4(2), 41-50 
- Retailer: 4(2), 99-105 
Revenue enhancement: 16(4), 47-58 
Revenue management: 16(4), 7-20; 16(4), 


47-58: 16(4), 59-66 
Revisit intentions: 16(1), 77-88 
Ridge regression: 1 3(1/2), 85-97 
Risk: 15(2/3), 39-61; 18(3), 37-48 
Risk assessment: 15(4), 259-279 
Risk communication: 15(4), 259-279 
Risk perception: 15(2/3), 19-38; 15(4), 
233-257 
Risk perceptions, travel: 17(1), 55-71 
Roles: 17(1), 1-6 
Room occupancy rates: 16(2/3), 71-77 
Rough sets: 16(2/3), 61-69 
Safety and security: 11(4), 1-12 
Safety concerns: 1(1), 81-88: 3(2), 
10(1), 93-106 
Safety information: 15(4), 233-257 
Sales: 18(1), 67-77 
Sales management: 18(4), 65-81 
Sales training: 18(4), 65-81 


87-94: 


Sanctions: 8( 1), 85-99 
San Francisco: 13(3), 35-60 
Sarawak: 6(3/4), 85-102 
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Satisfaction: 1(3), 61-71: 4(1), 1-21: 5¢1/2), 
77-99; 7(1), 31-38; 7(3), 79-94; 9(1/2), 
57-80: 9( 1/2), 93-113; 10(1), 93-106: 10(2/3), 
67-86; 11(1), 79-101; 12(2/3), 3-18; 161), 


77-88; 17(1), 73-82 
Satisfaction, travel: 12(2/3), 19-43 
Satisfaction programmes: 10(4), 81-111 
Scaling method: 8(4), 25-42 
Scotland: 9(1/2), 129-151 
Seasonal ARIMA modelling: 13(1/2), 5-19 
Seasonality: 14(3/4), 155-173 
Second-order factor analysis: 14(2), 1-22 


Security: 15(2/3), 39-61; 15(2/3), 81-97; 15(2/3), 


139-158 
Security, tourism: 15(2/3), 1-18 


Seemigly Unrelated Regression (SURE): 5( 1/2), 


145-160 
Segment attractiveness: 16(1), 17-31 
Segment congruence analysis: 4(3), 1-18 


Segmentation: 1(4), 33-52; 1(4), 53-75; 1(4), 
23-38; 4(4), 
85-95; 5(3), 225-240; 5(4), 23-45; 7(1). 
29-49: 
1-18: 


99-112; 2(4), 1-22; 


2(4), 
39-63; 91/2), 129-151; 101), 
12(1), 23-46; 12(1),. 81-95; 15(1), 
16(4), 7-20 

Segments: 12(4), 19-38 

Segments, tourism: 4(3), 1-18: 7(1), 39-63 

Selection criteria: 17(2/3), 51-62 

Self-image: 10(4), 33-45 

Self-organising maps: 8(1), 1-23 

Selling: 6(3/4), 61-84; 9(3), 49-64 

Selling strategies: 6(2), 83-98 


Senior traveler: 4(2), 93-98: 4(4), 117-127: 


(2), 3-27: 9(1/2), 21-42 
Seniors: 17(1), 55-71 


September I! attack: 11(4), 1-12: 15(2/3), 


39-61: 15(2/3), 173-197: 15(4), 281-298 
Service attributes: 1 1(1), 79-101 


Service encounters 4(4), 97-107: 11(4), 29-41: 


17(1), 83-92 


Service failures: 12(2/3), 45-63: 12(2/3), 
65-93; 17(2/3), 183-190 
Service marketing: 8(2), 115-128; 13(4), 


27-45 
Service perception: 1 1(4), 43-65 


Service quality: 2(4), 23-38; 3(1), 19-47: 4(3), 
6(2), 
61-77: 8(2), 
57-74: 8(4), 25-42; 10(2/3), 67-86; 10(4), 
12(2/3), 95-110; 
16(4), 


29-43: 
33-52: 


4(4). 
6(4), 


97-107: 
31-43: 


6(2), 1-31: 


7(3), 


47-80: 12(2/3), 45-63: 
12(2/3), 111-135: 1313), 35-60: 
21-31: 1701), 1-6: 17(1). 73-82 


Service recovery: 12(2/3), 65-93; 17(1), 
83-92: 17(2/3), 145-165; 17(2/3), 167-181; 
17(2/3), 183-190 

Service relationship: | 1(4), 67-85 

Service suppliers, tourism: 2(2/3), 3-19 

Services: 1(3), 61-71; (4), 77-97; (4), 
115-132; 2(1), 87-93; 4(3), 29-43; 4(4), 
15-40; 11(4), 29-41 

Services, travel: 2(2/3), 21-36; 4(2), 51-63; 
12(2/3), 95-110; 15(2/3), 19-38 

SERVQUAL: 6(2), 1-31 

Shift-share analysis: 17(4), 11-22 

Shopping companions: 18(4), 1-19 

Shopping tourism: 8(3), 71-80; 18(4), 1-19 

Short-term planning: 16(2/3), 79-98 

Simulcasting: 12(4), 39-57 

Site location analysis: 3(2), 35-57 

Site selection: 3(2), 59-84 

Situation analysis: 3(1), 99-113 

Ski tourism: 7(2), 1-29; 8(4), 69-78; 9(1/2), 
115-127 

Skiing: 13(1/2), 111-126 

Slot marketing: 18(2), 53-68 

Small-scale tourism: 15(4), 323-338 

Social construction: 18(3), 37-48 

Social factors: 9(1/2), 81-91 

Social network activity: 9(1/2), 1-19 

Social risk: 11(2/3), 127-142; 15(2/3), 19-38 

Socialization: 18(2), 69-81 

Socially constructed knowledge: 5( 1/2), 
21-40 

Sociodemographics: 10(2/3), 87-100 

Sociology and tourism: 18(3), 37-48 

Somerset: 14(3/4), 49-60 

South Africa: 14(3/4), 113-130 

South Korea: 13( 1/2), 85-97 

South West England: 15(2/3), 173-197 

Southeast Asia: 13(3), 35-60; 15(1), 41-58 

Souvenirs-gift: 9(1/2), 81-91 

Spain: 9(4), 47-67; 13(3), 83-110 

Special events attributes: 8(4), 1-24 

Spier Resort: 14(3/4), 113-130 

Sport tourism: 14(1), 21-36 

Sports betting: 12(4), 39-57 

Spring break: 1(3), 87-97 

Spring break travel: 17(2/3), 79-91 

Stakeholder management: 18(4), 49-64 

Stakeholder theories: 18(4), 49-64 

State-of-the-art: 5(4), 49-84 

State slogans: 2(2/3), 91-109 

State tourism: 13(3), 1-18 

Stated preference method: 18(4), 37-48 
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Static and dynamic orientation mood theory: 
(3), 23-34 

Statistical modeling: 6(4), 91-110 

Statistics, tourism: 6(1), 93-107 

Stellenbosch: 14(3/4), 113-130 

Stepwise Data Envelopment Analysis: 
16(2/3), 39-60 

Storytelling: 17(1), 7-39 

Strategic alliances: 1 1(1), 59-77; 13(4), 27-45 

Strategic implementation: 13(4), 83-104 

Strategic marketing: 7(3), 41-60; 7(4), 45-59; 
8(3), 111-120 

Strategy: 17(4), 63-73 

Strategy, marketing: 3(3), 37-57: 4(2), 65-82; 
6( 3/4), 103-121; 7(3), 95-125; 14(1), 37-53; 
16(4), 7-20 

Strategy, tourism: 7(4), 79-106 

Strategy and implications: 17(4), 11-22 

Structural equation model: 17(1), 73-82 

Student market: 13(4), 61-82 

Student travel: 1(3), 87-97 

Students: 15(2/3), 81-97; 17(4), 1-10 

Sub-Saharan Africa: 11(1), 35-58 

Summative evaluation: 17(2/3), 233-251 

Summer vacation: 18(3), 23-36 

Sunmul: 9(1/2), 81-91 

Sustainability: 14(3/4), 97-112 

Sustainable tourism: 4(2), 107-116; 
1-20; 8(4), 85-91 

Sustainable tourism development: 15(2/3), 
139-158 

Syntactic structure: 13(3), 1-18 

Systems, tourism: 17(4), 45-62 

Taiwan: 6(1), 21-40; 10(1), 51-67: 
113-126; 15(1), 19-40 

Taiwanese tourists: 13(4), 47-60 

Target customer segments: 8(3), 111-120 

Target market selection: 16(1), 17-31 

Tate Modern: 14(2), 23-45 

Tax compliance: 3(4), 51-83 

Technology: 17(4), 63-73; 18(1), 67-77 

Technology adoption: 17(2/3), 63-77 

Terrorism: 1 1(4), 1-12: 15(1), 41-58; 15¢2/3), 
99-115; 15(2/3), 117-138: 15(4), 281-298; 
15(4), 299-321 

Terrorism effects: 15(1), 59-76 

Terrorists: 15(2/3), 81-97 

Thailand: 12(2/3), 19-43 

Theme park: 6(3/4), 103-121 

Time series: 16(2/3), 79-98 

Time series forecasting: 16(2/3), 71-77 

Tour itinerary: 18(4), 37-48 


(3), 


10(4), 


Tour operations: 12(1), 47-61 

Tour operators: 17(1), 83-92 

Tourism channel system: 2(2/3), 229-248 

Tourism Disaster Framework Model: 15(4), 
281-298 

Tourism Efficient Frontier: 16(4), 33-46 

Tourism marketing alliances: 7(3), 79-94 

Tourist: 17(2/3), 15-25 

Tourist arrivals: 13(1/2), 43-62 

Tourist behavior: 18(3), 37-48 

Tourist community: 4(2), 99-105 

Tourist experience: 3(3), 21-36; 5(1/2), 3-20: 
6( 1), 41-54; 8(1), 41-64: 8(2), 57-74 

Tourist-generating country: 6(4), 45-65 

Tourist-oriented destinations: 14(1), 1-20 

Tourist origin: 8(1), 111-124 

Tourist potential: 8(1), 85-99 

Tourist roles: 17(1), 41-54 

Tourist satisfaction: 13(3), 83-110 

Tourists’ characteristics: 2(2/3), 
5(3), 277-283 

Tracking studies: | 1(2/3), 39-62 

Traditional tenets: 3(4), 21-38 

Transport: 2(1), 69-83; 9(3), 73-75 

Travel agency shopping: 12(4), 93-107 

Travel life cycle: 4(3), 101-109; 91/2), 

_ 185-200 

Traveler information search: 18(3), 11-22 

Travelers’ search behavior: 17(2/3), 41-47 

Traveling exhibitions: 1(3), 25-41 

Trends: 2(4), 77-89 

Trip attributes: 3(2), 1-18 

Trip characteristics: 16(1), 63-75 

Trip type: 2(2/3), 147-169: 4(1), 45-55: 8(1), 
111-124 

Trust: 11(4), 67-85; 12(4), 59-74 

Turkey: 3(2), 1-18: 13(3), 83-110; 18(1), 5-23 

Turkish hotels: 18(1), 33-47 

Uncertainty: 16(4), 59-66; 17(2/3), 27-39 

United Kingdom: 15(2/3), 199-216 

United Kingdom tourism: | 1(1), 59-77 

United States: 1(1), 89-94; 1(2), 37-51; 1(2), 
53-62; 1(2) 63-70: 2(4), 97-101: 3(4), 
39-50; 3(4), 85-103; 7(1), 1-19; 9(4), 
89-92: 18(2), 31-37 

Urban tourism: 4(4), 129-133; 6(3/4), 123-142: 
18(3), 37-48 

Usability: 17(2/3), 27-39 

User characteristics: 2(2/3), 147-169 

Users’ behavior and profile: 17(2/3), 93-102 

Vacation: 1(1), 61-79; .2(4), 39-57: 4(1), 1-21; 
4(4), 85-95; 8(1), 1-23; 9(4), 89-92 


171-189; 
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Vacation decisions making: 4(1), 1-21; 5(1/2), 
57-75: 6(4), 67-90: 8(4), 59-68 

Value chain: 2(2/3), 229-248 

Value stretch model: 4(3), 71-92 

Values: 8(2), 99-114; 10(1), 93-106; 10(1), 
115-122 

Varying coefficients: 13(1/2), 111-126 

Venice: 4(3), 45-69 

Video poker machines: 12(4), 75-92 

Vietnam: 7(1), 85-91; 7(2), 105-118 

Virtual tour: 12(4), 1-17 

Visitation: 6(2), 101-109 

Visitor at-destination informational search: 
18(2), 39-52 

Visitor at-destination venue decisions: 18(2), 
39-52 


Visitor information centers: 4(2), 41-50: 4(3), 


19-28 
Visitor information search: 18(3), 11-22 
Visitor profile analysis: 3(4), 85-103 
Visitor survey: 14(3/4), 61-76 
Volume, travel: 1(2), 53-62 
Web effectiveness: 17(2/3), 295-308 
Web marketing: 17(2/3), 253-267 
Web metrics: 17(2/3), 233-251 


Web mining: 11(2/3), 1-20 

Web service quality: 17(2/3), 105-116 

Web travel service portals: 17(2/3), 79-91 

Website design: 17(2/3), 193-204; 17(2/3), 

Website evaluation: 11(2/3), 21-38: 17(2/3), 
233-251; 17(2/3), 253-267 

Website visitor retention: 17(2/3), 269-293 

Websites: 10(2/3), 101-116; 17(2/3), 133-142; 
17(2/3), 205-223 

Websites, tourism: 9(3), 65-71; 9(4), 83-87 

Western Cape Province: 14(3/4), 113-130 

Willingness to pay more: 1 2(2/3), 95-110 

Wine industry: 14(3/4), 113-130 

Wine tourism: 14(3/4), 35-47; 14(3/4), 61-76; 
14(3/4), 77-96; 14(3/4), 113-130; 14(3/4), 
155-173 

Winter vacations: 4(4), 85-95 

Word-of-mouth: 12(2/3), 65-93 

Word-of-mouth communication: 17(2/3), 145-165 

Word-of-mouth marketing: 18(3), 11-22 

World Trade Organization: 12(1), 63-80 

World Wide Web: 12(4), 1-17; 18(1), 67-77 

Yield Management: 16(4), 21-31: 16(4), 
47-58 





